Introduction
The term entrepreneurial marketing (EM) (Gilmore & Carson, 1999) is normally applied as an integrative conceptualization, which reflects such alternative perspectives as radical marketing, expeditionary marketing, etc. (Cromie, 1995; Carson, 1985; Collinson & Shaw, 2001; Davis et al., 1985) . There are always some concerns on investigating the effects of trust and privacy on social pages (Dwyer et al., 2007; Fu, 2007) . Morris et al. (2002) are believed to be the first who critically explored the construct of EM. They determined seven core dimensions of EM and proposed an underlying theoretical foundation based on resource advantage theory. They also introduced a conceptual model for key factors influencing the phenomenon of entrepreneurial marketing. Networking is one means through which owner-managers of small companies market their products (O'Donnell, 2014; Hill & Wright, 2001) . Greve and Salaff (2003) studied network activities of entrepreneurs through three phases of building a company in four different countries. Entrepreneurs access people in their networks to study perspectives of building and running a business. They reported that entrepreneurs build networks that systematically change by the phase of entrepreneurship, investigating number of their discussion partners, and the time spent networking. BarNir and Smith (2002) explored whether the social network of small business executives could be leveraged to facilitate the establishment of inter-firm alliances. According to Ellison (2007) proposed a comprehensive definition for Social network sites and presented one perspective on the history of such sites, investigating key changes and developments. Fu et al. (2008) demonstrated that both networks possess small-world and scale-free features could be observed in real-world and artificial networks. Stringhini et al. (2010) proposed a model to detect spammer in cyber space. Harris and Rae (2009) investigated the recent developments in online marketing strategy, which represent the growing power of online communities in building brand reputations and customer relationships. They concluded that social networks would play an essential role in the future of marketing and they could replace customer annoyance with engagement. Hills et al. (2008) investigated the evolution of entrepreneurial marketing (EM). They provided a summary of how EM had evolved into a potential new school of marketing thought and offered several issues, which could stimulate future research in EM. Entrepreneurs receive information and support more easily if they have different ties with redundant relations (Jenssen & Greve, 2002; Li & Bernoff, 2011) . Talebi (2007) reported that the main causes of the weakness and disability of the SMEs were the lack of entrepreneurship talents and training. Subrahmanyam et al. (2008) reported that participants often used the Internet, especially social networking sites, to connect and reconnect with friends and family members.
The proposed study
This paper presents an empirical investigation to study the effects of virtual social networks on entrepreneurial marketing. The study designs a questionnaire in Likert scale based on a model originally developed by Morris et al. (2002) . The study considers the effects of three components of virtual social network (VSN); namely structural VSN, interaction VSN and functional VSN on entrepreneurial marketing. The main hypothesis of the survey is as follows (See Fig. 1 The population of this study includes all small and medium entrepreneurial marketing units, which are active in Iran. Therefore, the sample size is calculated as follows,
where N is the sample size, and e=0.05, the number of sample size is calculated as N=384. We first distributed a limited number of questionnaires among some selected experts. Table 2 demonstrates the summary of Cronbach alphas. As we can observe from the results of Table 2 , all components of the survey are well above the minimum acceptable level. In addition, all average variance extracted are well above 0.4 in our survey, which means the study has good fitness.
The results
In this section, we present details of our findings on testing the main and three sub-hypotheses of the survey. Fig. 2 shows the summary of the implementation of structural equation modeling for testing the main hypothesis of the survey. As we can observe from the results of Fig. 2 , all components maintain meaningful t-student values when the level of significance was five percent. In addition, there are positive relationship between VSN and EM. Therefore, the main hypothesis of the survey has been confirmed. We have also examined the sub-hypotheses of the survey and Fig. 3 shows details of our findings on testing the sub-hypotheses of the survey.
The results of t-values
The results of path coefficients Again, the results of Fig. 3 show that all components had meaningful t-student values when the level of significance was five percent. In addition, there are positive relationship between VSN and EM. Therefore, the main hypothesis of the survey has been confirmed. The results indicate that 17% of the changes on EM is described by SVSN, 26% of the changes are described by IVSN and finally, 54% of the changes are described by FVSN.
Conclusion
In this paper, we have presented an empirical investigation to study the effects of virtual social network on entrepreneurial marketing for selected small and medium enterprises in Iran. The study has adopted the existing questionnaire in the literature and using structural equation modeling, the study has confirmed a positive and meaningful relationship between these two components.
The survey has also confirmed that 17% of the changes on entrepreneurial marketing was represented by SVSN, 26% of the changes are described by IVSN and finally, 54% of the changes are described by FVSN. The results of this survey are consistent with findings of Gilmore et al. (2006) , Harris and Rae (2009), Hill and Wright (2001) , Jones and Rowley (2011) , Hills and LaForge (1992) , Kristiansen (2004) and Hills et al. (2010) .
